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article we hope to make a contribution towards filling this gap in the research literature by reporting the results of two new investigations designed to examine gender differences in consumer choices and preferences. The quasi-experimental research design used in both investigations was the nonequivalent group design. 5 The two experiments focus on business cards and Christmas cards respectively.
EXPERIMENT I: BUSINESS CARDS
All the business cards available at a Young Designers exhibition in London, an annual event bringing together graduates from design schools across the United Kingdom, were collected.
This yielded a total of 227 business cards, 144 from women and 83 from men. The sample was homogeneous in the sense that the cards belonged to people of similar levels of attainment, with similar training backgrounds, and they all related to a common theme.
According to informal enquiries at print shops, the standard size for business cards is 85-90 cm long and 50-55 cm wide, and the normal practice (again according to print shops) is
for the text and/or graphics to be printed on to white card. We used two relatively unambiguous attributes of the cards --their sizes and colours --in comparing the male and female cards. This enabled relatively straightforward and objective comparisons to be made without significant risk of experimenter effects. 6 
Procedure
For each of the 227 cards, the experimenter simply noted (a) whether it was from a male or a female designer; (b) whether or not it fell within the standard size parameters; and (c)
whether it was printed on white or coloured card. The first author performed this exercise twice, to check the reliability of the procedure, and no differences were found between the two sortings.
Results
Turning first to the sizes of cards, 54 per cent of the cards from male designers turned out to This shows that the difference between the proportions of male and female designers using white cards was also statistically significant. Figure 1 shows a representative card from a male designer (a) and a representative card from a female designer (b), taken from the collection used in the experiment.
Conclusions of Experiment I
The findings show that business cards chosen or designed by male designers are more likely than those chosen or designed by female designers to be of standard dimensions and to be printed on white card. The finding that women were more interested in colour than men finds parallels in data from previous research in which women have shown a greater interest in and adventurousness with colour. 7 The female choices of non-standard sizes may reflect a greater willingness among women to put aesthetics above practical considerations and form above function, for which there is also some evidence. 8 We shall return to these issues later in the article.
EXPERIMENT II: CHRISTMAS CARDS
The greetings card industry in the UK was worth £1.1 bn in 1999. 9 
Procedure
Four Christmas cards were selected on the basis of the following criteria:
(1) The four cards depicted the same or similar themes;
(2) The name of the artist/designer was indicated on or visible through the packaging; (3) Two of the artists/designers were male, and two were female.
Of all the cards available in December 2000, we were able to find only four that fulfilled these criteria. They included three cards depicting a Christmas tree and a fourth depicting an outdoor snow-filled scene, the common theme being Christmas vegetation. The four cards are shown in Figure 2 : the artist or designer was male in (a) and (b) and female in (c) and (d).
The four cards were shown separately to 35 female and 30 male respondents, each of whom was asked to indicate which of the four cards he or she preferred. The respondents
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were unaware of the sex of the designers and the fact that the experiment was concerned with gender issues. The respondents were a convenience sample people encountered adventitiously over a period of week. They included librarians in a local reference library, assistants in shops (newsagents and dry cleaners), acquaintances (including their children), and people attending a charity function.
Results
The preferences of the male and female respondents are shown in Table 1 . It is clear from these data that there was a strong tendency for respondents to prefer Christmas cards designed by members of their own sex. A chi-square test of association yielded a chi-square value of 11.45, with an associated significance level of p < 0.001. This confirms that there was a highly significant bias towards same-sex preferences. Table 1 about here
Conclusions of Experiment II
The results of Experiment II reveal a strong tendency for both men and women to prefer designs produced by members of their own sex. This supplements evidence from earlier investigations.
11
Although the sample was merely a convenience sample, without pretensions to statistical representativeness, it included people of varying nationalities (English, Scottish, Indian, Turkish, Algerian, German, Italian, and American); a wide range of ages (children and adults); and varied occupations (shopkeepers, librarians, lawyers, psychologists, business consultants, secretaries, and entrepreneurs). It has been pointed out by several authorities on research methodology (e.g., Dane, 12 pp. 84-85) that convenience and opportunity samples are adequate for 'broad-brush' investigations of gender differences. In addition, the heterogeneity of the sample makes it more representative than the student-only opportunity and
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convenience samples used in the vast majority of standard psychology experiments. 13 Furthermore, 'deliberate sampling for heterogeneity' is a recognised technique for increasing external validity in this type of research.
14

EXPLAINING THE DIFFERENCES
Experiment I, which focused on business cards, showed the extent to which the objects created or chosen by men and women can differ. The fact that the cards from male designers were significantly more often of standard size and significantly more likely to be printed on a white background than cards from female designers suggests that men are more prone to follow convention where business cards are concerned. Previous experiments have revealed similar differences, with female graphic designs tending to be more colourful, less technical, less linear, and less three-dimensional than male designs. 15 Moreover, other researchers have revealed a significant tendency, in drawings of human forms, for people to draw members of their own sex. 16 Interviews carried out with people in design and marketing 17 have revealed that men may be more concerned with function than aesthetic attributes, and vice versa for women.
- Table 2 about here
Summarising all these findings, the major differences between male and female design preferences are as shown in Table 2 . The interpretation and explanation of these differences is a matter of controversy. Some of the factors that may be involved are discussed below.
PSYCHOLOGY OF GENDER DIFFERENCES
In contemporary (especially feminist) psychology, sex differences, the biological differences between male and female forms, are sometimes distinguished from gender differences, the behavioural, social, and cultural differences associated with sex differences. When a baby is
Choices and Preferences 8 born, anatomy determines its sex, whereas 'the pink or blue blanket that soon enfolds the baby represents gender'. 18 In 1974, an influential review of published psychological research up to that time 19 concluded that only a few consistent gender differences had been established, namely significantly greater aggressiveness in males and significant male superiority at mathematical and visuo-spatial tasks. Since then, a huge amount of research has been published, and some of the originally identified gender differences, such as the male superiority at mathematical tasks, appear to have been decreasing and possibly disappearing, at least in the United
States. 20 On the other hand, numerous other gender differences have been identified, including significantly more intense emotional responses in women, and female superiority at decoding non-verbal communication or body language, 21 even in young children. 22 Differences in visuo-spatial abilities have turned out to be among the most robust. 23 The interpretation and explanation of gender differences is a hotly debated issue in contemporary psychology. They may reflect the differential social roles that men and women have historically tended to occupy in most societies. Alternatively or additionally, they may reflect evolutionary adaptations arising from the biologically determined child-bearing and nurturing functions of women.
Although the origins of gender differences remain obscure, perceptions or stereotypes of such differences are remarkably distinct and uniform across cultural boundaries. One team of researchers 24 asked respondents in 25 different countries across the world to choose from a checklist of 300 adjectives (such as aggressive, artistic, bossy) those that were characteristic of either men or women. In every one of the 25 cultures in which these data were collected, women were judged by a majority of respondents to be sentimental and submissive, whereas men were judged to be adventurous, dominant, and forceful, and in 24 of the 25 cultures women were judged to be affectionate and sensitive, whereas men were judged to be aggressive. Whatever their origin, these stereotypes, nowadays referred to in the psychological literature as gender schemas, 25 are well-defined, firmly established, and ubiquitous.
Gender differences in design preferences
It seems likely that the gender differences in design preferences reported in this article and in earlier research are related to other, underlying gender differences. One possibility is that personality differences between men and women, such as those embodied in the gender schemas discussed immediately above, are reflected in gender differences in design preferences. For example, if women do indeed tend to be more sentimental and submissive in personality, and men more dominant and forceful, then these personality differences could perhaps underlie some of the differences shown in Table 2 , with forcefulness being expressed in a preference for linearity, perhaps.
A second possibility is that the well-established gender differences in visuo-spatial performance might account for some of the differences in design preferences. For example, male preferences for technicality and three-dimensionality in design may be attributable to relative male facility at visuo-spatial imagery, 26 and female interest in colour to superior female colour vision --a significant proportion of men, but far fewer women, suffer from some degree of colour blindness. 27 Third, the different cultural experiences of men and women may play a significant role. Experimental evidence has established that, other things being equal, familiarity for objects of all kinds tends to lead to increased liking for them, 28 at least up to a very high level of familiarity. 29 Men may therefore tend to prefer standard-sized business cards with white backgrounds more than women partly because they are more likely to have had experience of such objects during the process of socialisation, or because of greater exposure to conventional or formal working environments than women. The gender differences in preferences for Christmas cards may also be influenced partly by such cultural effects, assuming that the socialisation of boys and girls tends to differ and that familiarity tends to increase liking.
Most of the other gender differences shown in Table 2 could be influenced by familiarity effects, even if their ultimate origins are biological. The reported male preference for linearity, technicality, three-dimensionality, and functionality in design may reflect the fact that these attributes are more characteristic of male than female toys and other cultural objects, and familiarity may lead to liking. The greater female interest in colour may reflect the fact that female toys and other cultural objects are more often brightly coloured than their male counterparts, even if that is ultimately due to biological differences in colour vision.
The fact that representations of human forms by both sexes tend to be biased towards same- The cultural explanation is speculative, however, and it merely pushes the problem back one step. It remains to be explained why toys and other cultural objects tend to be gender-typed in the way that they are. The fact that men may have a greater tendency than women to value functionality over aesthetics, for example, may well be explained by their greater exposure to functional objects throughout the socialisation process, but that does not explain very much, because the male gender-typing of functionality remains unexplained.
The underlying gender differences are certainly not well understood and merit further research. If Motorola or any other telephone producer decides to use colour, whose colour preferences does it follow, men's or women's? Our findings, and other research discussed in this article, show that gender differences in colour preferences can be significant. It may be a mistake to assume that members of one sex can answer for the design preferences of the other. Research into gender differences has important implications for design, marketing, and brand management.
IMPLICATIONS FOR DESIGN AND BRAND MANAGEMENT
CONCLUSIONS
The two experiments reported in this article corroborate earlier findings and provide evidence that male and female design choices and preferences tend to differ systematically. We have discussed these findings in the context of other psychological gender differences, outlined 
